Akerlof argues that an "asymmetry of information" exists in some markets, in which the consumers can't evaluate the real value of a product they might purchase as well as the seller can. 13 In such a situation, the price of the good will artificially increase, since sellers will price their products higher, knowing that the consumer can't easily estimate a more reasonable price. Moreover, a decrease in the price could give consumers the impression that a product, value of which they couldn't otherwise evaluate, must be lower. When the average consumer considers the value of two used cars, for The New York Times, September 19, 2014 The New Republic, September 4,
